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People’s lifestyle has been changed by the Internet; they can shop online and enjoy 
its convenience without leaving their homes. In order to follow the trend, the Corporate 
Online Banking service is provided by most of banks in China. As a result, consumers do 
not need to go to the bank for transactions, such as checking the account balance or wiring 
funds. People are getting used to the service provided by the third party payment company 
or the private bank. In this age of internet banking, more and more banks have 
experienced fierce competition and need to understand the importance of customer loyalty 
and stickiness. 
This research uses the questionnaire survey research method to study the consumer 
behavior of Corporate Online Banking. Combining the analysis of the questionnaire by 
using the SPSS software and the review of relevant theories (risk preference theory, 
marketing theory and STP theory), this paper puts forward suggestions on the pricing 
strategy of Corporate Online Banking for Bank of China Fujian Branch. 
The following pricing strategies are recommended. First, Bank of China should 
provide different kinds of Corporate Online Banking services according to the scale of 
enterprises. Second, the bank needs to promote the brand of Corporate Online Banking to 
the risk-averse consumers. Finally, the bank should charge consumers on the basis of the 
number of transactions done through online banking. 
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件。中国互联网的发展速度和客户规模上处于全球领先状态，截至 2013 年 12 月，

























































































































的竞争提供了强大的武器。截至 2012年 12月 31日，全国已经有 120家机构接入到
了网上支付跨行清算系统，全年共计处理了 2.66亿笔支付结算业务，金额达到 3.56
















































































第一节 市场营销 4P 与 4C 理论 













对于企业来讲 4P 是营销最基本和最主要的要素, 企业只有通过 4P 优化组合并
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